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Both in the literature and in practice, social media marketing is encouraged for organizations 
looking to build and maintain relationships with their target markets. However, there is a need 
to better understand the value of social media marketing specifically for B2B organizations. A 
review of the literature finds that social network theory, social capital theory, and resource 
advantage theory offer support for the use of social media marketing to ultimately improve firm 
performance. This paper leverages text mining and content analysis methodologies to examine 
the relationship of B2B social media use (in terms of frequency of posts and platforms) and 
scope (based on the continuum proposed by Felix et al., 2017) with firm performance. 
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